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MARINE BUYERS’ GUIDE 1987-1988 


SUPPLIERS ADDRESS DIRECTORY: The names, addresses, 
phone numbers, and sales contacts for manufacturers and 
other suppliers of goods and services in the recreational boating 
industry./Marine Buyer's Guide ’87-’88 


DISTRIBUTOR DIRECTORY: A composite listing of companies 
dealing in the domestic and foreign distribution of boating prod- 
ucts./Marine Buyer's Guide ’87-’88 


MARINE MANUFACTURERS’ REP DIRECTORY: A complete 
list of marine manufacturers’ reps serving the pleasure boating 
industry, the territories they cover, their branch office locations./ 
Marine Buyer's Guide ’87-’88 


BOAT SHOW DIRECTORY: A comprehensive listing of plea- 
sure boating expositions held in the United States and abroad./ 
Marine Buyer's Guide ’87-’88 


STOCK BOAT DIRECTORY: Listings by hull type, power type, 
and hull, material of the builders producing stock pleasure 
boats./Marine Buyer's Guide ’87-’88 


PRODUCT DIRECTORY: The who-makes-it directory of mer- 
chandise sold and used by the pleasure boating industry./Mar- 
ine Buyer's Guide ’87-’88 

SERVICES DIRECTORY: A listing of the many services avail- 
able to the industry and who provides these services./Marine 
Buyer's Guide ’87-’88 

TRADE NAMES DIRECTORY: Product trade names (other 
than boat names) used in the marine industry. Keyed to the 
company who owns these names./Marine Buyer's Guide ’87-’88 


BOAT NAMES DIRECTORY: Boat model names and general 
line names listed alphabetically and a reference to the manufac- 
turers using these names./Marine Buyer's Guide ’87-’88 


MANUFACTURERS CATALOG DIRECTORY: A comprehen- 
sive inventory of catalogs covering a broad range of products 
which are currently available to marine dealers from manufac- 
turers./Marine Buyer's Guide ’87-’88 


1987 Bl FEATURE INDEX: Guide to the feature content of 
BOATING INDUSTRY Magazine during the 1987 calendar year./ 
Marine Buyer's Guide ’87-’88 


MARINE COMPUTER SYSTEMS: 1988 GUIDE: BI’s fourth 
annual computer buyer's guide is a valuable reference source 
for locating boating software./September ’87, p. 65 





DEALER OPERATIONS 





DEALER GROUP ADVERTISING: MORE IMPACT FOR YOUR 
MONEY: Advertising and promotion campaigns have been up- 
scaled to appeal to today’s sophisticated buyers; however, only 
a handful of dealers can implement such programs. This is how 
Mariner Outboards helps out./October ’87, p. 61 


DON’T LET F & LERODE MARGINS: Dealers should offer F & 
L to their customers in order to increase sales and supplement 
operating revenues./April ’87, p. 60 


NEVER ON SUNDAY...OPEN ON MONDAY: While Sunday may 
be a heavy traffic day at a marine dealership, are you really 
serving your customer's best interests by being open for busi- 
ness?/July ’87, p. 50 


REAP A PUBLICITY BONANZA WITH FISHING TOURNA- 
MENTS: By developing a basic understanding of the news 
media, you can gain widespread visibility for your business 
among your best boating prospects./March ’87, p. 74 

TEN RESOLUTIONS TO MAKE AND KEEP IN ’88: With the 
new year around the corner, the timing is perfect for retailers to 
take a look at their dealerships and examine new ways to 
increase sales and upgrade business operations./November 
’87, p. 60 

THE KEYS TO OPENING MULTIPLE OUTLETS: Dealership 
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chains are becoming more common, however, expansion is not 
necessarily better./February ’87, p. 56 


VOLVO PENTA GOES 100% MANUFACTURER DIRECT: In its 
commitment to the American market, Volvo Penta has instituted 
a nationwide manufacturer direct distribution system./June ’87, 
p. 13 








DISPLAY STORE PLANNING 





CREATIVE STORES PLANNING IS SALES MULTIPLIER: 
Often, depressed accessory sales can be traced to poor mer- 
chandising techniques./February ’87, p. 62 


EXHIBIT PLANNING IS KEY: It’s never too early to start plan- 
ning for next year’s boat show. Here are some ideas to help you 
on your way./February ’87, p. 36 


REMODELING THE FACILITY: There are several basics which 
should be carefully considered before remodeling your marina 
or dealership./February ’87, p. 38 


ROTATING DISPLAY SPINS TALE OF ULTIMATE FACILITY: 
Brockway Marine is riding the coattails of a boating revival in 
Ohio. Their new facility is proof of their marketing success./April 
87, p. 62 





ELECTRONICS 





COMPUTERIZED MARINE JOB COSTING SYSTEMS: The 
key to finding the best job costing package is to match the needs 
of the business to the capabilities of the software./September 
’87, p. 67 


THE MARINE DEALER & ELECTRONICS: Competition is 
reaching new heights as catalog and discount houses offer 
lower prices for marine electronics. However, what remains 
constant is that successful dealers offer personalized care and 
reliable service./January ’87, p. 80 


MARINE SECURITY PROFIT OPPORTUNITIES UNTAPPED: 
The market for security systems is wide open to both electronics 
manufacturers and dealers. Yet, interest is sorely lacking in the 
marine industry./March ’87, p. 78 


PLOTTING A COURSE TO ELECTRONIC PROFITS: Elec- 
tronic plotters are bursting on the marine scene and this mar- 
ket's potential defintely deserves your attention./September ’87, 
p. 80 


SSB INSTALLATIONS: A STRAIGHTFORWARD TASK: It 
doesn’t take a marine electronics specialist to install SSB re- 
ceivers. With Gordon West’ useful tips, most dealers can add to 
their service department's profitability by tackling this project./ 
August ’87, p. 82 


UNDERSTANDING COMPUTER LANGUAGE: One of the 
most difficult parts of implementing a new computer system can 
be learning computerese./May ’87, p. 64 


WEATHER: GOOD NEWS, BAD NEWS: New technologically 
advanced weather facsimile equipment is proving invaluable to 
serious offshore navigators./June ’87, p. 54 


WILL YOU FALL PREY TO COMPUTER FRAUD?: If you’ve 
already installed some form of computer system in your marine 
business, it behooves you to take a look at the proliferation of 
employee theft./September ’87, p. 70 


FINANCES 











ARE YOU READY FORA SALES TAX AUDIT ?: Having the right 
information for an examiner at the beginning of a sales tax audit 
improves your chances of emerging unscathed./September ’87, 
p. 64 


GMAC GIVES MARINE INDUSTRY CREDIT: General Motors 
Acceptance Corporation is making its presence felt in the plea- 
sure marine industry. Marine loans tend to be larger and based 
upon longer terms than the company’s automotive business./ 
September ’87, p. 13 


LEVERAGE AND NO MONEY DOWN: An important aspect of a 





dealer's selling process is to help the buyer understand what he 
can afford to pay with the help of good financing./March ’87, p. 
34 


NEGOTIATING AN ACQUISITION: In today’s “buy and sell” 
environment, it is important for all sectors of the industry to 
understand the problems and techniques involved in the ac- 
quisition process./May ’87, p. 58 


TAX CHANGES AND YOUR GAMEPLAN: Tax reform will not 
seriously impact sales of new boats; however, other sectors in 
the industry will not be as lucky./February ’87, p. 54 


TAX REFORM AND YOUR BUSINESS: The tax overhaul pack- 
age’s long-term impact is uncertain; however, some economists 
feel that the transition years of 1987-88 may cause some major 
disruption in how we do business./January ’87, p. 73 


WORKING WITH YOUR BANK: The most important contribu- 
tion to a successful banking relationship comes from the infor- 
mation you provide your banker./April ’87, p. 36 





LEGISLATIVE 








CHANGES IN THE POLITICAL PECKING ORDER: The 1986 
elections will have some effects on the boating industry, but it 


remains to be seen how profound those effects will be./January 
87, p. 23 


CONGRESS PLOWS ON WITH VARIED AGENDA: More on 
the broad issues affecting business./March ’87, p. 23 


CORPORATE RECORD KEEPING: Corporate shareholders 
have a right to certain information. Here are the minimum rec- 
ords that you'll likely need to keep to comply with your state’s 
corporation law./January ’87, p. 43 


THE FIGHT GOES ON: The fight in Congress over home de- 
ductibility for boats may be over by the time you read this. But 
the damage done will be a long time passing./May ’87, p. 19 


HERE COMES THE USER FEE: That old bugaboo, user fees, 
once again rears its ugly head./June ’87, p. 15 


THE LETTER OF THE LAW; Advertising is regulated by both 
state and federal law. It's easy to fal! into a legal trap if you’re not 
careful. Some tips on staying off the FTC's hit list./October ’87, p. 
60 


MARINE INDUSTRY PREPARES FOR NO-LEAD LAWS: The 
industry appears to have done an admirable job in preparing 
itself for the challenge of the no-lead gasoline mandate./Febru- 
ary ’87, p. 52 


MARYLAND EDUCATION LAW NATION’S FIRST: The state of 


Maryland becomes the first to adopt mandatory education for 
boaters, beginning July 1, 1988./October ’87, p. 15 


SENATOR DANFORTH VERSUS BOATERS: THE TAX DE- 
DUCTION BATTLE: A current update on the tax deduction 
battle./April 87, p. 21 


SHIFTING WINDS IN CONGRESS: What will a Democrat con- 
trolled legislature mean to the boating industry during the next 
two years of a Republican White House?/February ’87, p. 23 








LIABILITY INSURANCE 





BILL OF LADING BLUES: One of the most widely used of all 
commercial documents, the bill of lading, is also one of the least 
read and understood./May ’87, p. 51 


A CAPTIVATING IDEA: The greatest concern facing the boating 
industry today is product liability. Is the NMMA's long-awaited 
captive insurance company program the answer?/May ’87, p. 9 
CUSTOMER LAWSUITS ARE ON THE RISE!: Reviewing inter- 
nal management policies and controls is an excellent way for 
marine dealers to reduce the risk of expensive, time-consuming 
litigation./October ’87, p. 64 


INSURANCE MUTUAL: A RELIEF FROM THE CRISIS?: How 
do you spell relief? Some marine manufacturers might spell it 
mutual, as in insurance mutuals./February 87, p. 15 


LIENS. RUN SILENT, RUN DEEP: You may be getting more 
with your used boat purchase than you thought. Hidden liens 
sometimes lurk in the background and unsuspecting new 
owners are fully liable under the law./June ’87, p. 49 


NEW LIMITS ON YOUR FREEDOM TO FIRE EMPLOYEES: 
Courts in at least three-fourths of the states have already placed 
restraints on an employer's ability to dismiss employees. Here 
are some steps you can take to reduce the chances of an 
adverse legal decision./April 87, p. 32 


NMMA SCRAPS ITS INSURANCE MUTUAL PLAN: NMMA 
has announced that it has scrapped plans for the insurance 
mutual plan. The reversal is due to diminished interest among 
members and an improved product liability insurance picture./ 
August ’87, p. 13 


WHEN TO SAY NO: Motor carriers offer shippers all kinds of 
attractive deals and rate plans, some of which should be avoid- 
ed at all costs./January 87, p. 63 








MANAGEMENT 








ARE YOU BURIED IN PAPERWORK?: The reason some deal- 
ers are never organized can be traced to the fact that completion 
of paperwork has not been assigned top priority./January ’87, p. 
96 


DEVELOPING YOUR IMAGE: Every business has an image, 
whether it wants or not. Here are some of the things you can do 
to improve and promote your store image./March ’87, p. 38 


DO YOU HAVE POTENTIAL DEADWOOD IN INVENTORY?: 
Customer preferences and buying trends can vary drastically 
within a short period of time. Boat models that are big-sellers 
one year, may lose their customer appeal the next season./ 
March ’87, p. 82 


INVESTING IN PEOPLE YIELDS POSITIVE RESULTS: Moti- 
vated employees give your business an edge over your competi- 
tion./June ’87, p. 52 


KNOWING THE SCORE IS KEY TO SUCCESS: Monitoring a 
dealership’s team performance helps management and the 
staff develop a better understanding of its strengths and weak- 
nesses./February '87, p. 60 


MANAGING YOUR BUSINESS FOR GREATER PROFITS: 
Don’t miss the boat by failing to realize your full potential in 
management and operations./April 87, p. 35 


PLAN MORE PRODUCTIVE STORE MEETINGS: Holding 
store meetings is an important function of the marine manager, 
but far too many of these sessions fail to achieve positive 
results./September ’87, p. 79 





MARKET ANALYSIS 





DEALERS OF THE GREAT LAKES: Despite hard economic 
times, dealers in the Great Lakes states are benefitting from the 
region's sizeable and avid boating public./July ’87, p. 53 


DEALERS OF THE GREAT PLAINS: Despite harsh geographic 
conditions and a volatile agronomic economy, retailers in the 
Plains states are aggressively pursuing all marketing oppor- 
tunities./September ’87, p. 73 


DEALERS OF THE MOUNTAIN STATES: The landlocked 
mountain states form a vast region that is especially appealing 
to lovers of the outdoors. Despite its rugged beauty and pristine 
lakes and waterways, it does present marine retailers with some 
special challenges./January ’87, p. 62 


DEALERS OF THE SOUTH CENTRAL STATES: Dealers in oil- 
dependent states are still hoping for regional economic recov- 
ery. The picture is brighter; however, for retailers based in non- 
fuel-driven economies./April ’87, p. 39 


HIGHER STAKES, SUDDEN NEW REALITIES IN STERN 
DRIVES: Recent blockbuster acquisitions by Outboard Marine 
and Brunswick will affect the strategic planning of other key 
marketers in the industry./February ’87, p. 41 
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HIGH NOON NEARING FOR ALASKAN COASTAL PLAIN: 
Ecologists and the fuel industry are eyeing a sliver of valuable 
land north of the Arctic Circle./July ’87, p. 15 


MARKET WATCH: The mid-to-upper size range of the power- 
boat market appears headed for solid growth./February ’87, p. 9 


TRAILERS 1988: PLEASANT CHALLENGES: Trailer manufac- 
turers are entering the “summer of their content” as sales of 
both package units and stand-alones continue to climb./July 
87, p. 60 

UNFRIENDLY SAILBOATS: Modern sailboats are basically 
user unfriendly. We need to encourage designers and pro- 
ducers to make user friendly sailboats, then maybe we can get 
people back into sailing./April ’87, p. 31 





MARINA OPERATIONS 








HYDRAULIC TRAILERS: If your marina is squeezed for space, 
consider using a hydraulic trailer to expand onto less expensive 
inland space./January 87, p. 45 


PROFIT TIPS FROM MARINA U: Need some profitable ideas 
for running a successful marina? Read on./June ’87, p. 32 


SERVING CUSTOMER’S WISHES WITH BOATS AND 
KNISHES: Minnetonka Boat Works boosts Genmar’s boat lines, 
a sophisticated repair facility, a full service marina and a New 
York City deli that has Twin Cities residents smacking their lips./ 
July ’87, p. 44 





NEWS/COMMENTARY 





A CHANGING SCENE: Mega dealerships are becoming preva- 
lent across the country, and there’s no denying this helps plea- 
sure boating, but at the same time they’re gradually [ushing out 
the small Mom & Pop operations which used to be the backbone 
of the business./June ’87, p. 6 


AN SIA UPDATE: A list of current programs that the Sailing 


Industry Association is sponsoring./February ’87, p. 24 


THE BATTLE LINES ARE DRAWN: The end of 1987 brings 
heavy marketing action to the boating industry, directed specifi- 
cally to the upscale baby-boomer age group./September ’87, p. 
11 


THE BEAT GOES ON: Ample conjecture by seasoned industry 
observers as to what is in store for the pleasure boating industry 


is getting heavy play around the country once again./March ’87, , 


p.9 

BIG SALES AHEAD FOR 1987: Charles Jones predicts that 
bright times are ahead for the pleasure boating industry./March 
87, p.6 

BOAT SHOW MANIA: The ever increasing boat show circuit is 


becoming more of a plague than a boon to manufacturers and 
retailers./October ’87, p. 6 


THE BOATING ROLLER COASTER: Pleasure boating has 
weathered the worst of the ’82 recession and it looks like the 
economy is forging ahead./May ’87, p. 6 


BRUNSWICK CHANGES THE LANDSCAPE: Moves by the 
Fortune 500 company will have significant long-term impact./ 
January 87, p. 13 


BUSINESS AS USUAL? NOT REALLY: Predictions are that 
dealer attendance will be up at many boatbuilder meetings this 
year. Why? Today's highly competitive business environment 
warrants checking out suppliers, and sharpening your competi- 
tive edge./June ’87, p. 9 


BUYER ORIENTATION HINTS AT MARKET SHIFT: Early sea- 
son variations in entry level and mid-size boat sales should be 
watched carefully./April 87, p. 13 


THE CASE FOR HALON: Halon, for the record, is that remark- 
able compound that literally disrupts the combustion process./ 
March ’87, p. 36 

CHANGING TIMES: Vast marketing changes are taking place 
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in the pleasure boating industry, which eventually may prove 
beneficial to those who aren't afraid of change./January ’86, p. 
11 


CLEAN WATER: MARINE SANITATION 1987: Everyone, from 
the boat owner to the manufacturer to the EPA is responsible for 
safe waste treatment./June ’87, p. 40 


THE FORWARD MARCH CONTINUES: The eighties have 
been a period of unprecedented prosperity, and boating sales 
are increasing as a result./September ’87, p. 6 


GOAL SETTING TIME: As 1987 comes to a close, it is time to 
formulate some personal goals for the new year./November ’87, 
p. 9 


IT WAS GOOD: We are now appealing to increasing numbers of 
consumers thanks to our improved showrooms, merchandising 
policies and service./August ’87, p. 6 


MARKET WATCH: The mid-to-upper size range of the power- 
boat market appears headed for solid growth./February ’87, p. 9 


1987 MODELS COMING: The pleasure boat business is about 
to enjoy another healthy year as more first time buyers enter the 
ranks of boat owners./July ’87, p. 6 


NMBA SURVEY SHOWS GROWTH, SURPRISES: The Na- 
tional Marine Bankers Association’s annual interim marine 
lending survey seems to confirm what everybody in the industry 
already knew: the brightest star in the current surge of good 
times is the rapidly rising stern drive market./May ’87, p. 15 


NMMA DEVELOPS PLAN FOR BOATER SOBRIETY: The 
NMMA has introduced a five-point plan, with emphasis on edu- 
cation and stringent punishment, to contro! boating accidents 
and fatalities related to drinking and boating./November ’87, p. 
15 

OUR PUBLIC IMAGE: The boating industry must express opin- 
ions clearly, responsibly and intelligently in our media-sensitive 
environment./July ’87, p. 11 


PROMISE OF SAILING CENTERS: If sailing is to continue to 
grow as a sport and an industry, more sailing programs need to 
be established./May ’87, p. 34 


SHOW: MIAMI ’87: The general feeling at the 1987 Miami Boat 
Show was that business, in general, and the pleasure boating 
industry, in particular, was great./March ’87, p. 6 


SPONSORSHIP IN YACHTING: Sponsorship during the Amer- 
ica’s Cup brought the sport of sailing to the public’s attention, but 
will we see more sailing on TV in the future?./June ’87, p. 30 


TIMING IS EVERYTHING: Today's most successful dealers 
know that timing is everything./April ’87, p. 6 


TRADE SHOWS PROSPER: The need for marine dealers to 
find out their place in the industry has prompted higher atten- 
dance at the IMTEC, Atlanta and Dallas trade shows./October 
87, p.9 


WAR ON COUNTERFEITERS: The counterfeiting of boating 
accessories and hardware has reached epidemic levels in the 
industry. But at last, it appears that we can expect an all out war 
on counterfeit goods by government and industry./January ’87, 
p. 6 

WE WELCOME NEW OWNERS: Boating Industry was ac- 
quired by Communication Channels, inc. of Atlanta, Georgia on 
October 13th./October ’87, p. 6 


WHAT HAPPENED TO THE SIMPLE LIFE?: Today, some pretty 
painful decisions are being made by dealers, often entailing the 
termination of longstanding relationships with producers./Au- 
gust ’87, p. 11 


WHAT’S NEW IN TRAILER DESIGN: Trailer manufacturers are 
keeping up with the needs generated by new trends in boating 
by introducing innovative trailer designs./July ’87, p. 65 








MERCHANDISING/PROMOTION 





ACCESSORIES: DISTRIBUTOR AIDS: Distributors are assist- 
ing their dealer-customers with merchandising, ordering and 





marketing./April ’87, p. 54 


ACCESSORIES: MANUFACTURER AIDS: Co-op advertising, 
coupons and seminars are just a few of the ways in which 
manufacturers contribute to the overall success of a dealer's 
accessory department./April ’87, p. 51 


ACCESSORIES IN SPOTLIGHT: NMMA’s Accessories Sav- 
ings Month promotion can boost accessory sales and build 
store traffic in marine dealerships./April ’87, p. 49 


AMERICA’S CUP SPURS PRODUCT DEVELOPMENT: Some 
say the America’s Cup won with technology. True or not, par- 
ticipating manufacturers in the Stars ’n Stripes challenge can 
certainly promote their products effectively with this kind of 
publicity./August ’87, p. 76 


BIDDING ON BOAT AUCTIONS: Are boat auctions really as 
good as they sound?/March ’87, p. 84 


BOATERS CHARGE AHEAD: New credit cards aimed at boa- 
ters provide special discounts for consumers and revenue for 
boating organizations./April ’87, p. 58 


CLOTHING BOATERS IN THEIR DREAMS: If you ask John 
Rice, president of the biggest supplier of custom-imprinted 
sportswear to the marine industry, a line can be a significant 
profit center, and an unparalleled marketing tool./October ’87, p. 
52 


DEALER ADVERTISING NOTEBOOK: Advertising is a com- 
pletely controllable expense...and a necessary one for the vast 
majority of boating dealers. Armed with an advertising budget, 
and some clear guidelines, there’s no reason why retail advertis- 
ing should not produce positive results./October ’87, p. 58 


LEASING DISPLAY BOATS: One way of promoting sailboating 
may be to lease display models./January’87, p. 30 


MARINE OPTICS: The eyes have it, according to manufac- 
turers. And for the retailers, marine eyewear has become big 
business./August ’87, p. 80 


MARINEWEAR: Marinewear has taken a stylish turn, with a 
strong emphasis on brand name prestige, and new eye-catch- 
ing designs that please boaters and non-boaters alike./October 
87, p. 50 


MERCHANDISING KNOW-HOW PROMOTES PROFITS: Mar- 
keters of marinewear are introducing an arsenal of merchandis- 
ing tools to help their dealer's sales efforts and to increase profit 
opportunities./October ’87, p. 54 


ON THE WATERFRONT: ONE-STOP SHOPPING; The con- 
cept of one-stop shopping at marine malls is creating a lot of 
interest. But are these shopping centers all they’re cracked up to 
be?/June ’87, p. 36 


OVERCOMING THE PRICE HURDLE: The desire to gain is a 
poweful motivator in a customer’s mind when wanting a better 
deal./January ’87, p. 77 


PHOTOGRAPHIC BUSINESS CARDS: It’s not egotistical to 
have your photo on these striking business cards, just good 
business sense, when you see the impact they make on 
customers./January ’87, p. 65 


PONTOON BOATS HAVE SPECIAL MARKET: Link Recrea- 
tional, Inc., in Minong, WI, is probably the biggest sales outlet for 
pontoon boats in the country, with several hundred units in stock 
at all times./October ’87, p. 66 


PROMOTING WITH SIGHT: Video presentations are great at- 
tention-getters. Marine dealers are learning how to use this 
tool./May ’87, p. 66 

RENAMING YOUR DEALERSHIP: Naming your business is 
just as important, and sometimes just as difficult, as naming a 
child./May ’87, p. 52 

SMALL TICKETS, BIG PROFITS: Dealers have only just begun 
to realize the potential role small ticket items can play in building 
profits./April 87, p. 46 

SPLASH DOWN TO PROFITS: Marine Manufacturers and 


\ 
} 


dealers are capitalizing on the popularity of watersport products 
that offer chills and spills./May ’87, p. 72 


WATERSPORT ACCESSORIES PROFIT DALLAS DEALER: 
One Texas dealer has built a lucrative business around the 
growing demand for watersport accessories./May ’87, p. 75 

WATERSPORT PRODUCT ROUND-UP: Some of the newest, 


most innovative watersport products actually had very humble 
beginnings./May ’87, p. 79 





PERSONNEL 


BALANCING DEMANDS ON YOUR EMPLOYEES: Marine re- 
tailers must walk a fine line between catering to their customer's 
demands and running the risk of adversely affecting employee 
morale./August ’87, p. 84 


CONSIDER EMPLOYEE LEASING: If you're a retailer with less 
than half dozen employees who do not belong to a group health 
plan, consider employee leasing./June ’87, p. 30 


SELLING 





NEW MARKET SEEN IN PERSONAL WATER VEHICLES: 
With the upsurge in demand for jet-powered personal water 
vehicles, several manufacturers are making a strong bid to 
capitalize on this specialized market./February ’87, p. 46 


OFF-SEASON...TIME TO SLOW DOWN, NOT SHUT DOWN: 
The selling pace of the busy spring and summer months is rarely 
sustained during the winter and fall; however, used inventory 
provides a golden opportunity to retain staffs and generate 
revenues./September ’87, p. 87 


PUMPING UP PROFITS WITH SANITATION ACCESSORIES: 
Potential profits are there, say manufacturers, but sanitation 
accessory Sales are still sagging./June ’87, p. 45 


SAIL INDUSTRY OPTIMISTIC ABOUT ’88 PROSPECTS: The 
avalanche of press, network and cable exposure accorded the 
America’s Cup the past year is expected to pay off in heightened 
sail buying activity in ’88./November ’87, p. 56 





SERVICE 





SERVICE WITH A SMILE: At many places of business today 
there is widespread disdain for a customer's patronage. Don’t let 
your dealership be one of these./April 87, p. 9 


USING SERVICE PERSONNEL TO PROMOTE GROWTH 
FROM WITHIN: Too many dealerships ignore the true potential 
profit of their service departments. The opportunity is never fully 
tapped./May ’87, p. 54 


WARRANTIES BUILD PROFITS: Dealers and marinas that 
make their customers aware of factory sponsored warranty 
programs can profit financially and improve customer relations./ 
June ’87, p. 35 





SPECIAL REPORTS 





BOATBUILDERS’ PLANNING GUIDE: BI’s annual dealer plan- 
ning guide for 1987./June ’87, p. 58 


THE BOATING BUSINESS 1986: An annual report on the 
achievements of the recreational boating industry in the year 
just past./January ’87, p. 47 

THE BUSINESS OUTLOOK: 1988: Economic indictors point to 
continued prosperity for boating in the new year. All links in the 
distribution chain are attuned to new marketing challenges, and 
are paving the way for another profitable year./September ’87, p. 
55 


FISHING AND BASS BOATS: Boat manufacturers increase 
variety of models as bass fishing continues to surge. Boat 
packages bring in entry-level buyers./March ’87, p. 61 

FISHING AND CENTER CONSOLES: No boat can beat this 
configuration for accessibility to the water and fun./March ’87, p. 
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FISHING AND JON BOATS: Jon boat manufacturers are work- 
ing overtime to expand their lines, generate new interest and 
increase the market for their products./March ’87, p. 70 
FISHING AND SPORTFISHERMEN: From modest first boats 
to ocean-going yachts, this style craft is one of the most com- 
mon sights on the water./March ’87, p. 68 

GONE FISHING!: Recreational fishing fuels boat sales as it 
continues its climb in popularity./March ’87, p. 57 

IMTEC PLANNING GUIDE: Here's a fact-filled information 
package complete with exhibitor listings and floorplans, to plot 
your course through the ’87 International Marine Trades Exhibit 
and Convention./August ’87, p.87 

MAINTENANCE REPORT: DO IT YOURSELF: This report ana- 
lyzes the booming market for products that boatowners can 
purchase to custom care for their boats./November ’87, p. 68 
MAINTENANCE REPORT: MERCHANDISING: Examines how 
the dealer can turn some easy profits into an easy sell./Novem- 
ber ’87, p. 63 

MAINTENANCE REPORT: SHOP EQUIPMENT: The report 
shows how servicing dealers are outfitting this key revenue- 
producing department./November ’87, p. 66 


MARINE ALUMINUM FABRICATION TECHNIQUES HONE 
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COMPETITIVE EDGE: With a strong following for aluminum 
boats, manufacturers are convinced that the key to gaining an 
edge over the fiberglass competition is to improve fabrication 
techniques./August ’87, p. 99 


MARINE ALUMINUM: HIGH PERFORMANCE, HIGH PROF- 
ITS: In the wake of improved styling and new technology, alumi- 
num has become an appropriate material for high-performance 
bass boats./August ’87, p. 108 


MARINE ALUMINUM MID-SIZE ALUMINUM BOATS CON- 
TINUE TO GAIN: Improved looks and advanced features are 
helping aluminum builders capitalize on the hot market for mid- 
sized powerboats./August ’87, p. 104 


MARINE ALUMINUM PONTOONS: BIGGER, BETTER AND 
BOOMING: Manufacturers have met the demand for sleek op- 
tion-packed pontoons that appeal to an ever-growing upscale 
market./August ’87, p. 112 


READER’S CHOICE: 100 TOP PRODUCTS: The editors are 
pleased to announce the 100 products that garnered the great- 
est number of editorial reader inquiries in BI and BPN during the 
past year./July ’87, p. 70 


TOUGH CHOICES: LEAD, FOLLOW, OR DROP OUT: Factors 
other than money may be playing a pivotal role in the buying, 
selling and merging occurring in the boating industry — and 
some dealers resent the changes./November '87, p. 70 
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